


























Despite the topic of ethical food has assumed increasing importance in the international literature, there is a lack of literature specifically on the image of ethical food and its characteristics. This paper aims at offering a descriptive and prescriptive model for measuring the image of ethical food which is able to reflect the contribution of different dimensions and at providing a first explorative application of it to the Italian context. This aim is pursued through the development of a measurement instrument that uses several possible dimensions and the delivery of a questionnaire to a sample of 195 Italian interviewees. Results show that ethical food image is affected by five dimensions: sustainability of ethical food, attributes, food uniqueness, psychological characteristics, and holistic characteristics. This framework could be applied in the future to particular areas of research and allow the exploration of the potential of ethical food in related sectors.





In the last decades the topic of ethical food has been increasingly at the center of international debate and indeed could be considered a real driver of tourism competitiveness (Viassone and Grimmer, 2015; Dreezens et al., 2005). Preferences of consumers depend on different reasons, also different than economic calculation; in fact they can connect consumption with their religious, ethnic, racial, national, class, and other identities. In recent years, consumers' product choice has been increasingly influenced by a growing concern for issues of justice, care for the environment, and human right (Micheletti, 2003; Noureddint et al., 2013). Food is considered ethical when it conforms to the following features: (1) it is produced in a natural and biological way, without the use of chemical substances which may damage the health of consumers or damage the environment; (2) it’s production is not exploitative of workers and does not contravene laws and agreements regarding human rights, and (3) it is produced as much as is possible only at a short distance from the point of sale (Lindeman and Väänänen, 2000; Grimmer and Viassone, 2015; Mintel, 1997).
National cultures differ in many ways that might have implications for the weight given to environmental and ethical concerns in food choice. In particular some traits of the national culture should play a role, such as cultural value emphasis and religion (Schwartz, 2009; Thøgersen, 2010). Regardless of different cultures, consumers are becoming more and more aware of their consumption choices, and their impact; in particular, this awareness is shown in food consumption where ethical considerations apply to product, brand and channel choices (Sebastiani et al., 2012; van Doorn and Verhoef, 2011). 
For these reasons, the image of ethical food could play an increasing role in consumer decisions. Despite the rich literature concerning measurement of the image of a destination (Casalegno and Viassone, 2012; Echtner and Ritchie, 2003), or of a local cuisine (Peštek  (​http:​/​​/​www.emeraldinsight.com​/​action​/​doSearch?ContribStored=Pe%C5%A1tek%2C+A​) and  Činjarević (​http:​/​​/​www.emeraldinsight.com​/​action​/​doSearch?ContribStored=%C4%8Cinjarevi%C4%87%2C+M​), 2014), none study focuses on the image of ethical food. While the topic of ethical food has attracted interest in recent years (Shaw et al., 2015; van Doorn and Verhoef, 2011; Carbone et al., 2009), there is a lack of work on the measurement of its image. This paper aims at proposing a descriptive and prescriptive model to measure the image of ethical food and to apply it to the Italian context where the knowledge of ethical food is widespread thanks to the existence of real movements (like Slow Food) created in this territory: To achieve this objective, this paper, after an analyze of the literature about drivers affecting the image of destinations, food and ethical products, creates a measurement framework to evaluate ethical food image and applies it to the Italian context. This framework is transformed in a questionnaire submitted to an explorative sample of 195 consumers in order to measure the image perceived by them about ethical food. The results of this paper represent an important starting point to apply the model to several other areas/destinations, and could open, in the future, a useful debate on the effects of image on the choices of consumers.


Towards a definition of ethical food

More and more the relationship between food and ethics becomes strict and for this reason it is important to provide a clear definition of the term ‘food ethics’. Food ethics could be considered as an interdisciplinary field that provides ethical analysis and guidance for human conduct in the production, distribution, preparation and consumption of food (Pollan, 2008). Main questions about food are: What makes a food ‘good’ or ‘bad?  Is a high salt content worse than saturated fat? Are ‘healthy’ foods more expensive, and if so what are the ethical implications of denying them to low-income families? In particular it has been emphasized the association between good and bad food with being a ‘good’ or ‘bad’ person and the increase of the “wellness syndrome”. Feeling good is more and more associated with being good (Food Ethical Council, 2015). People generally consider health and safety benefits along with more altruistic concerns in the definition of ethical food.
Despite this increasing interest, there is not a shared definition of ethical food in literature. For this reason a good starting point could be the definition of what is not ethical food: of course food is not ethic when for its production/distribution there is the abuse of animals or the exploitation of workers or the failure to offer healthy foods or an environmental devastation.
According to Context Marketing (2010, p. 2) “Ethical food is defined by a number of attributes and perceived benefits regarding how a food is produced or processed, its impact on the environment, adherence to quality and safety standards, and even where food is sold and how it is priced”.
Food is often the subject ethical questions because the food we eat, and the way we eat, are an integral part of social behavior and cultural patterns, which themselves differ in many ways (Rudd and Mills, 2014). As previously mention, also environmental and animal rights issues play an important role on attitudes of consumers towards organic and ethical food, and the same occurs because of political motives (Biel and Grankvist, 2010; Honkanen et al., 2006). Organic food is produced without pesticides, herbicides, inorganic fertilisers, antibiotics and growth hormones. An increasing interest is devoted to animal welfare while bioengineering and genetically modified foods are not accepted. Given this definition of organic food, ethical issues should be of great interest to organic food marketers (Honkanen et al., 2006). In the category “organic foods” are included all those foods that are environmentally safe, produced using environmentally sound methods, do not contain genetically modified organisms, and are not processed using irradiation, industrial solvents, or chemical food additives. The choice of this kind of food is affected by the perception of the health effect (Paul and Rana, 2012).
‘Ethics’ is a broad, flexible and often highly personal term when consumers apply it to food purchased in supermarkets or specialty stores (Context Marketing, 2010). Generally, ethical food has been associated with environmentally responsible and sustainable production systems (Viassone and Grimmer, 2015). Starr (2009) defines ethical consumption broadly as "people purchasing and using products and resources according not only to the personal pleasures and values they provide but also to ideas of what is right and good, versus wrong and bad, in a moral sense” (p. 916). Despite there is an agreement on the importance of ethical foods, women are generally more responsive to ethical claims and are willing to pay a little more for ethically produced food. At the same way, with regard to the age, younger adults also are more attentive to many ethical claims than the older ones (Context Marketing, 2010)
Talking about the sustainability of ethical food we consider sustainable production, and within this concept local production and seasonality are favored. At the same way, also waste reduction and reduced packaging could be considered as advantages of ethical food (van Doorn and Verhoef, 2011; Lindeman and Väänänen, 2000). The topic of ethical food opens also the debate about the existence of a moral obligation to act ethically in people acting in an ethical way in order to achieve sustainable development, or in the lack of their volonty to individually take on a responsibility they cannot shoulder (Sinnott-Armstrong, 2005). In particular, talking about ethical food means to analyze (1) the value of food, considered essential for the survival of human beings, (2) the value of enhanced well-being of citizens as recognized by each nation, (3) the value of human health (ethical and organic food is considered important for health reasons, with value placed on natural and less-processed food), (4) the value of natural resources, their use and the necessity of sustaining them for human survival and prosperity, and (5) the value of nature, involving environmental and animal welfare matters, preservation of natural areas, biodiversity and values such as beauty, complexity and integrity; these should play an important role in the decisions of governance for a territory (Grimmer and Viassone, 2015).
Ethical questions related to the food sector concerns the challenge to meet the present needs for food supply, without impairing the future of humankind and nature (Raoult-Wack and Bricas, 2002). Thus, ethical food involves aspects like the way how food is produced, the meanings it carries, its implications and legacies. For all these reasons, ethical food can be defined as the food produced in a natural way without the use of chemicals, without damage to the environment and exploitation of human labor, and without leading to any human suffering. Ethical food is thus most likely to be produced and consumed locally, and in such a way so as to avoid polluting packaging.

Drivers affecting the image of ethical food

Despite consumers appreciate ethical concerns with domestic products too, and a large share of consumers is even willing to pay additional prices for these ethical products (AFZ, 2009; LZ, 2008; Mende, 2008; Organic Monitor, 2009), ethical values are only rarely communicated to consumers (Zander and Hamm, 2010). Whilst many consumers may be wary of the messages that companies themselves send out about their ethical performance, the power of a brand in conveying an image of a “good company” should not be underestimated (Tallontire et al., 2001).
Despite this, none study investigates the image of ethical food directly. Anyway, there are some important contributions offered by several scholars concerning similar objects of analysis. In particular, analyzing literature about the image of ethical food means reviewing contributions about (1) the image of tourist destinations (given that the image of a destination can strongly affect that of its products), (2) the image of food, and (3) the image of ethical products (like, for example, organic produce, grass-fed meat, fair trade coffee, free-range eggs). With regard to food and related sectors, literature has largely investigated the perceived image of tourist destinations (Casalegno and Viassone, 2012; Page and Connel, 2009; Olimpia, 2008; Hankinson, 2004; Echtner and Ritchie, 2003) or, more specifically, the image of local cuisine (Peštek  (​http:​/​​/​www.emeraldinsight.com​/​action​/​doSearch?ContribStored=Pe%C5%A1tek%2C+A​)and  Činjarević (​http:​/​​/​www.emeraldinsight.com​/​action​/​doSearch?ContribStored=%C4%8Cinjarevi%C4%87%2C+M​), 2014). 
The concept of image associated to a tourist destination is a topic largely discussed in literature and it plays an important role for destination marketers (Casalegno and Viassone, 2012; Yilmaz et al., 2009; Rial et al., 2008)
Crompton (1979, p. 18) defines the image of a destination as “the sum of beliefs, ideas and impressions that a person has of a destination”. Instead, Baloglu and MacCleary (1999) and Kim and Perdue (2011) maintain that images about destinations are based on perceptual/cognitive and affective/evaluative dimensions. In this context, gastronomy can play a significant role in creating a quality visiting experience for tourists, and help in building a destination image (Viassone and Grimmer, 2015). In particular, the image of a tourist about a destination’s food, cuisine or gastronomy, may play an important role in the creation of a destination image. Indeed, Trunfio et al. (2006) talk about ‘enogastronomic’ tourist attractions (immersing oneself in the culture of a destination, often with a culinary focus). For example, if we cross the increasing of consumer awareness with the attention dedicated to planet, ecology and environmental impact we get the trend of biological food. “Bio” can be considered an integrating part of the core values of a brand, and sometimes “biological” becomes itself a brand. In many cases brands exploit biological characteristic in favor of their identity and use it for their marketing strategy (i.e. Esselunga, Naturasì, Waitros) (Mastrovito, 2014).
With regard to drivers affecting the image of tourist destination, food and ethical products literature provides specific contributions for each of them.
Dimensions affecting the image of tourist destinations are individuated by Casalegno and Viassone (2012) in: functional characteristics (directly observable or measurable characteristics such as price) (Echtner and Ritchie, 2003); attributes (how the tourist place or destination can be evaluated with common metrics); psychological characteristics (characteristics in the mind of the tourist that can’t be directly measured, such as friendliness, atmosphere) (Echtner and Ritchie, 2003); holistic factors (a set of different impressions created in the mind of people) (Reilly, 1990), and level of uniqueness, in terms of distinctiveness of features, aura and atmosphere. Main dimensions characterizing the image of food and cuisine are individuated by Peštek  (​http:​/​​/​www.emeraldinsight.com​/​action​/​doSearch?ContribStored=Pe%C5%A1tek%2C+A​)and Činjarević (​http:​/​​/​www.emeraldinsight.com​/​action​/​doSearch?ContribStored=%C4%8Cinjarevi%C4%87%2C+M​) (2014) in: food uniqueness and cultural heritage; food quality and price; nutrition and health benefits of food, and the affective image of food. Despite these considerations about the image of food and cuisine, image of ethical food remains an unexplored field. Several recent studies measure tourists’ perceived image of food (cuisine) through a multi-attribute approach  (e.g. Jang et al., 2009; Verbeke and Lopez, 2005). 
In particular, Jang et al. ( 2009) in a study involving Asian foods classified food attributes into four categories: appearance, health-related characteristics, uniqueness and other (e.g. quality and inexpensive), while Verbeke and Lopez (2005) did an analysis of the perception of Latin-American ethnic food, individuating nine food attributes: search (price, colour, appeal), experience (taste, spiciness, convenience) and credence (cleanness, safety, healthiness). Finally also Qing-Chi et al. (2013) emphasized three main components of the food image: food distinctiveness and accessibility, food diversity and enjoyment and food quality and presentation (Peštek  (​http:​/​​/​www.emeraldinsight.com​/​action​/​doSearch?ContribStored=Pe%C5%A1tek%2C+A​)and Činjarević (​http:​/​​/​www.emeraldinsight.com​/​action​/​doSearch?ContribStored=%C4%8Cinjarevi%C4%87%2C+M​), 2014).
With regard to image  of ethical products (Crane, 2001), most consumers make the automatic assumption that if a product is ethical it is also of a good quality. In particular several companies attribute a higher importance to ethical standards than to the standards placed on quality, and this aspect has a meaningful effect on the marketing of companies everywhere. In fact, the main elements of the sustainability of ethical food concern sustainable production such as the creation of goods/services using economically, safe and non-polluting processes. Local production is also favored, as well as seasonality and waste reduction can be considered an important advantage of ethical food (Viassone and Grimmer, 2015; Clarke, 2012).
Bezencon and Blili (2010) tried to provide an adequate instrument to measure involvement, its antecedents and its impact on behaviors relating to ethical product consumption, using the case of fair trade.
According to Sciarelli (2006), a very important factor for enterprises is the visibility of the firm identified with the importance assumed by its image in the stakeholder’s view. If a firm has a high visibility, ethics can be used in order to improve the quality of strategy and marketing policies. In this regard, it has been found that consumers do respond positively to the ethical or environmental image of firms (Grimmer and Bingham, 2013). A very important role emphasized in the literature with regard to ethical food is its sustainability, or, better, all the aspects about sustainable production, that is production of products and services in a manner that is socially beneficial, economically viable and environmentally benign over their whole life cycle. Generally, both local production and seasonality of ethical food are favored, in addition to waste reduction and reduced packaging (e.g., purchasing loose fruits and vegetables, avoiding small bottles, purchasing only what is necessary) (Grimmer and Viassone, 2015).





Considering the increasing importance attributed to ethics in different fields such as tourism, finance, and so forth, its application to the food sector is a logical and obvious extension, particularly with regard to the concept of image. For this reason, the key issue of this paper is: how is it possible to measure the image of ethical food? In order to provide an answer, the methodology used in this paper consists both of (1) a systematic and comparative analysis of the concepts and methodologies published in literature −in particular concerning ethical food and its measure − , (2) the creation of a prescriptive model able to canvass all the aspects affecting the image of ethical food and to provide a suitable measure and of (3) a test of these results by means of a survey carried out among 195 Italian consumers with an age in the range 18-65 years in November 2015. Italian consumers have been chosen because of the particular attention devoted by this nation to this topic. This is emphasized by (1) the creation in the Italian context of ethical movements (like Slow Food), (2) by the hosting of world events like EXPO 2015, that has as slogan “To feed planet” and by (3) the creation of a first ethical card on food. The most suitable tool for this analysis has been individuated in the SERVPERF questionnaire, a questionnaire composed of 22 items organized in five dimensions; users are required to express their level of agreement on a Likert Scale (Likert, 1932). This survey has been carried out throughout an adaptation of the SERVPERF (Cronin and Taylor, 1992). 
Questionnaire is composed of two different parts: a first part corresponds to the framework of measurement (table 1) composed of five dimensions and twenty items, while the second one has the aim of collecting information about interviewees (Table 2).
With regard to the framework of measurement the five dimensions considered are:
-	sustainability of ethical food: in terms of safety and non-polluting production; reduced waste generation and the reward for the people involved in production and distribution, and in terms of preference for local and seasonal food;
-	attributes: including freshness of food, nutritional content and price;
-	psychological characteristics: involving sensations generated with regard to taste, to memories, to price and to the feeling of wellbeing generated by responsible action;
-	food uniqueness: in terms of characteristics such as the ability to distinguish itself from competitors, and cultural heritage in terms of  convergence of the food with the culture of reference, and
-	holistic characteristics: in terms of suitability of the communication of food and the results of this experience.
 A five-point Likert scale (1= strongly disagree, 5= strongly agree) is used as shown in Table 1.
The model, based on these five dimensions, has been tested on an Italian sample composing of 195 interviewees, asking respondents to express agreement or otherwise to the 20 items for a specific food object. Questionnaires have been uploaded on a web platform and the link to it has been sent to interviewees.
The reliability of the instrument and its dimensions have been measured through the level of the Cronbach’s Alpha, and appropriate convergent and discriminant validity tests undertaken to ensure the construct validity, stability and robustness of the measurement model. 
The questionnaire submitted has been suitable to measure our variable and it shows a strong reliability of content, expressed by a high level of the Cronbach’s Alpha (0.877); this corresponds to a considerable level of internal consistence of the scale used with the sample of reference.
The sample is composed of 59% of female and 41% of male. 49.7% of them are 18-25 years old, 17.9% in the range 26-35 years old, 8.7% in the range 36-45 years old, 14.9% are 46-55 years old and only 8.7% is over 55.
With regard to the level of instruction consumers interviewed have a University degree in 62.1% of cases, 18% has high school degree, 11.3% have a MBA, 7.2% Secondary School, 1.5% the primary school. The most of the sample is composed of professionals, academics, students and employees of services firms.


















Generally, values higher than 3 should indicate a good image of ethical food (Viassone, 2011).  


Analysis and discussion of results

This paper aims at creating a measurement model for the image of ethical food and at testing it on an explorative Italian sample. This is very important because the topic of ethical food and its image is becoming more and more important in the academic debate (Shaw et al., 2015; Monaghan, 2012; Carrington et al., 2010), and in the purchasing choices of consumers (Sarkar, 2014; van Doorn and Verhoef, 2011; Carbone et al., 2009). Viassone and Grimmer (2015) also argue that ethical food can be an important driver of tourism attractiveness, and discuss the case of the Slow Food movement. Slow Food can be seen as part of the cultural tourism market, which attracts tourists who are interested in unique culinary experiences and the consumption of local food and beverages. These two authors show how in the case of Slow Food the association of a common philosophy and ethical background with the concept of eco-tourism can lead to tourism development, especially when linked to rural areas (Viassone and Grimmer, 2015).
As a result, a review of related literature on destinations, food and ethical products was undertaken. 
As a result of this literature review, five types/categories of drivers of ethical food image are proposed: sustainability of ethical food, attributes, psychological characteristics, food uniqueness and cultural heritage, and holistic characteristics. These drivers each consist of various individual issues, making up the twenty  items on the planned questionnaire. 
The application of this measurement framework results in the Table 1.

--- Insert Table 1. Application of the measurement framework to the Italian context ----

Results don’t show a positive nor a negative level of the image of ethical food that, in fact, results to be 3.1. In fact, we can notice a variegated level of agreement among the different dimensions.
Sustainability of ethical food and food uniqueness and cultural heritage may not be in juxtaposition to the same extent as attributes and psychological characteristics; however, the former is more aligned with cognitive image aspects and the latter with affective image aspects. In particular sustainability is the unique dimension that shows percentages higher than 50% at levels of agreement 4 or 5 for all the items. Also food uniqueness and cultural heritage shows the same situation a part for an item (Ethical food has unique characteristics) that reaches only 48.5% of agreement at levels 4 and 5. With regard to the single items the highest level of agreement is shown by the item “I feel good in choosing ethical food because I know that I am making a responsible choice”. Interviewees agree in considering the production of ethical food socially rewarding for the people involved, reachable through safe and non-polluting processes, able to involve reducing waste and reducing packaging and think that it favors local and seasonal production. This shows that consumers are aware of the advantages that ethical food can have on the environment and for the local employment.
The most critical dimension is represented by holistic characteristics whose items show percentages highest than 50% at lowest level of agreement (1 and 2). In particular the highest level of disagreement is shown by the item “The proprieties of ethical food are well emphasized in shops and in restaurants”. 
Results show how consumers are not satisfied with regard to the information they receive about ethical food and the way proprieties of ethical food are emphasized in shops and restaurants. Furthermore they don’t agree with the item “The experience of ethical food involves all the senses”. In fact in most of cases restaurants don’t emphasize these characteristics of their food, probably because they don’t attribute enough importance to the attractiveness they can have on the choice of consumers.
The other two dimensions (attributes and psychological characteristics) collect agreement for some items and disagreements for others. With regard to the first dimension (attributes), while consumers consider ethical food as a fresh food, only 39.7% of them consider their content of high quality; their expectations are satisfied only in 42.2% of cases but the high level of disagreement for this dimension is reached with regard to price of ethical food, considered too high by the consumer. This show how, despite the high consideration devoted by consumers to ethical food, they are not available to spend so high prices for their purchase.
Finally, with reference to the psychological characteristics while ethical food is considered good and genuine and consumers feel well in consuming it, they claim the difficulty in finding ethical food and it doesn’t evoke in them the nostalgia of “dishes of the past”. The ability of the organizations to create this relationship could improve the image of this kind of food and this could result in a higher attractiveness of ethical food. 


Conclusive remarks and implications 

This paper, adding to the ethical food debate by combining literatures on destination image, food and ethical products to create the proposed measurement model, represents an important contribution both at theoretical and managerial level. On the theoretical point of view, it provides a structured framework of measures for the image of ethical food; this is a significant development given the increasing importance placed on ethical products, as discussed earlier, and on ethical food in particular (Sarkar, 2014; van Doorn and Verhoef, 2011). In particular this model is the first attempt of extension of the product/destination image to ethical food, by mixing literature about tourism image, food image and ethical products image. This first attempt of measurement of the image of ethical food need to be extended to larger samples also collected in other nations. This application will then have implications for the theoretical interrelationships between the proposed drivers and thus how an overall score for ethical food image can be developed. Image is also affected by factors internal to the consumer, such as experience, as well as the external factors made up of the five proposed drivers (Hu and Ritchie, 1993). Further development of the ethical food image measurement model could also benefit from a consideration of relevant internal consumer factors (Viassone and Grimmer, 2015; Grimmer and Viassone, 2015).
From a managerial point of view this paper provides the measure of the level of image of the Italian ethical food. The evaluation of the ethical food image of Italian food products has important implications for product development, advertising and promotion. The five proposed drivers of ethical food image each suggest ways in which a product needs to be developed and communicated to consumers, and there also needs to be congruence between each category of driver. Indeed, a product image needs to be coherent and consistent (Olimpia, 2008). 
The production of ethical food for a firm or the providing of ethical food for a  restaurant could results in a higher loyalty of the consumer. This is very important in particular in a context where this kind of food is considered expansive by them and only this loyalty relationship and ethical principles can push consumers to sell this kind of food.
The ethical food image measure could also be applied to other relevant gastronomic or culinary tourist destinations so as to examine the congruence between destination image and food image characteristics. Food organizations such as Slow Food, or so-called social food farms, could also use the measure to assess the ethical image of their activities and events (Viassone and Grimmer, 2015; Carbone et al., 2009).
Furthermore the unsatisfaction shown by consumers with regard to the information and the unique characteristics of ethical food draw a real strategic path to follow. It seems more and more necessary the creation of a specific brand for ethical food able to create in the mind of customer a precise image of it and to communicate it in an aware way throughout professionals. In fact, as emphasized by this study, consumers often have limited knowledge about products: for this motivation image acts as a proxy for the potentially large number of product attributes, thus reducing the amount of information that has to be processed. This is similar to how the concept of brand loyalty works: to simplify the decision-making burden for the consumer by reducing the number of brands that are considered when choosing a product (Quester et al., 2007; Grimmer and Viassone, 2015). Furthermore, a positive image can increases the probability of purchasing by a consumer (Kim and Perdue, 2011). For this motivation, the creation of a brand for ethical food can be a grant of a strong ethical image and this increases the possibility that a consumer will purchase it. Thus, an ethical food image can add value to the brand equity of a food product (Olimpia, 2008; Quester et al., 2007).
The creation of a specific brand for ethical food should be supported by a set of elements able to provide a clear description of ethical food.
Ethical food image has many potential applications, not only in terms of consumer choice of ethical food products, but also with regard to tourist destination competitiveness. A strong ethical image can only add value to a product or destination and so assist consumers in making product and destination choices. Gaining an image of ethical food destination can attract a specific segment of tourists or, even, create a new type of tourist, careful to ethical values and lover of nature and of ethical products.
In conclusions, results of this study show how, while consumers are aware of ethical food and of its advantages for environment, producers or restaurants often are not aware of the effects that a wider information about ethical characteristics of food provides can bring in terms of a more positive image and a higher consumption.





AFZ (Allgemeine fleischer zeitung) (2009) ‘Die ‘weichen’ Einkaufsfaktoren. GfK-Studie
zu nachhaltigem und sozialverantwortlichem Konsum’, Vol. 1/2, p. 17.
Baloglu, S. and McCleary, K.W. (1999) ‘A model of destination image formation’, Annals of Tourism Research, Vol. 35 No. 4, pp. 11-15.
Bezenc¸on, V., & Blili, S. (2010) ‘Ethical products and consumer involvement: What’s new?’ European Journal of Marketing, Vol. 44 No. 9–10, pp. 1305–1321.
Biel, A. and Grankvist, G. (2010) ‘The effect of environmental information on professional purchasers’ preferences for food products’, British Food Journal, Vol. 112 No. 3, pp. 251-260.
Carbone, A., Gaito, M. and Senni, S. (2009) ‘Consumer attitudes towards ethical food: Evidence from social farming in Italy’, Journal of Food Products Marketing, Vol. 15 No. 3, pp. 337-350.
Carrington, M., Neville, B.A. and Whitwell, G.J. (2010) ‘Why ethical consumers don’t walk their talk: Towards a framework for understanding the gap between the ethical purchase intentions and actual buying behaviour of ethically minded consumers’, Journal of Business Ethics, Vol. 97 No. 1, pp. 139–158.
Casalegno, C. and Viassone, M. (2012) ‘The measure of a destination image: the case of Turin’, in Proceedings della 1^ Enlightening Tourism Conference 2012, Enzo Albano Editore, Naples, pp. 209-229.
Clarke, M. (2012) Ethical Foods. International Situation Assessment, Opportunities and Threats, 1st Edition, RIRDC, Barton.
Context Marketing (2010) ‘Ethical Food’, Context Marketing.
Crane, A. (2001) ‘Unpacking the ethical product’, Journal of Business Ethics, Vol. 30 No. 4, pp. 361–373
Crompton, J.L. (1979) ‘An assessment of the image of Mexico as a vacation destination and the influence of geographical location upon that image’, Journal of Travel Research, Vol. 17 No. 4, pp. 18-23.
Cronin, J.J. and Taylor, S.A. (1992) ‘Measuring service quality: A reexamination and extension’, Journal of Marketing, Vol. 56 No. 3, pp. 55-68.
Dreezens, E., Martijn, C., Tenbu¨lt, P., Kok, G. and De Vries, N. (2005) ‘Food and values: an examination of values underlying attitudes toward genetically modified and organically grown food products’, Appetite, Vol. 44, pp. 115–122.
Echtner, C.M. and Ritchie, J.B. (2003) ‘The meaning and measurement of destination image’, The Journal of Tourism Studies, Vol. 14 No. 1, pp. 37-48
FAO (2001), Ethical Issues in Food and Agriculture, FAO, Rome.
Grimmer, M. and Viassone, M. (2015) ‘The image of ethical food: a measurement model’ in Proceeding of the 8th EuroMed Conference, EuroMed Press, Cyprus, pp. 1131-1143.
Grimmer, M. and Bingham, T. (2013) ‘Company environmental performance and consumer purchase intentions’, Journal of Business Research, Vol. 66 No. 10, pp. 1945-1953.
Hankinson, G. (2004) ‘Repertory grid analysis: An application to the measurement of destination images’, International Journal of Nonprofit and Voluntary Sector Marketing, Vol. 9 No 2, pp. 145-153.
Honkanen, P., Verplanken, B. and Olsen, S. O. (2006) ‘Ethical values and motives driving organic food choice’, Journal of Consumer Behaviour, Vol. 5 No. 5, pp. 420-430.
Hu, Y. and Ritchie, B.J. (1993) ‘Measuring destination attractiveness: A contextual approach’, Journal of Travel Research, Vol. 32 No. 2, pp. 25-34.
Jang, S., Ha, A. and Silkes, C.A. (2009) ‘Perceived attributes of Asian foods: from the perspective of the American customers’, International Journal of Hospitality Management, Vol. 28 No. 1, pp. 63-70.
Justin, P. and Jyoti, R., (2012),"Consumer behavior and purchase intention for organic food", Journal of Consumer Marketing, Vol. 29 No. 6, pp. 412 – 422.
Kim, D. and Perdue, R.R. (2011) ‘The influence of image on destination attractiveness’, Journal of Travel & Tourism Marketing, Vol. 28 No. 3, pp. 225-239.
Lindeman, M. and Väänänen, M. (2000) ‘Measurement of ethical food choice motives’, Appetite, Vol. 34, pp. 55-59.
LZ (Lebensmittel Zeitung) (2008) ‘Ethikbonus als Verkaufsargument’, Lebensmittel Zeitung, Vol. 33, p. 40.
Mende, J. (2008) ‘Moral mit konzept’, Lebensmittel Zeitung Spezial, Vol. 1, pp. 42–64.
Micheletti M., (2003) Political Virtue and Shopping: Individuals, Consumerism, and Collective Action, 1st Edition, Palgrave Macmillan, New York.
Mintel (1997) Marketing intelligence: organic and ethical foods, Mintel International Group Ltd.
Monaghan, J. (2012) ‘Food ethics: traceability in the restaurant’, Senior Honors Projects. Paper 283. 
Organic Monitor (2009) ‘Global organic market. Time for organic plus strategies’ [online]
	http://www.organicmonitor.com/r2905.htm (Accessed 17.06.09).
Driouech, N., Capone, R., Dernini, S., Berjan, S., El Bilali, H., Radovic, M., Despotovic, A. and Panin, B., (2013) ‘Consumer Perceptions of Agro-Food Products with Ethical Values in Serbia: An Exploratory Study’, International Journal of Nutrition and Food Sciences’, Vol. 2 No. 3, pp. 153-159.
Honkanen, P., Verplanken, B. and Olsen, S. O. (2006) ‘Ethical values and motives driving organic food choice’, Journal of Consumer Behaviour, Vol. 5, pp. 420–430.
Olimpia, B. (2008) ‘Variables of the image of tourist destination’, Annals of the University of Oradea, Economic Science Series, Vol. 17 No. 2, pp. 554-559.
Page, S. and Connel, J., (2009) Tourism. A Modern Synthesis, 1st Edition, Cengage Learning EMEA, UK.
Peštek  (​http:​/​​/​www.emeraldinsight.com​/​action​/​doSearch?ContribStored=Pe%C5%A1tek%2C+A​), A. and Činjarević  (​http:​/​​/​www.emeraldinsight.com​/​action​/​doSearch?ContribStored=%C4%8Cinjarevi%C4%87%2C+M​), M. (2014) ‘Tourist perceived image of local cuisine: The case of Bosnian food culture’, British Food Journal, Vol. 116 No. 11, pp.1821 – 1838.
Pollan, M. (2008) In Defense of Food: An Eater's Manifesto, 1st Edition, Penguin Press, New York.
Quester, P., Neal, C., Pettigrew, S., Grimmer, M., Davis, T. and Hawkins, D. (2007) Consumer Behaviour: Implications for Marketing Strategy, 1st Edition, McGraw-Hill, Sydney.
Qing-Chi, C.G., Chua, B.L., Othman, M. and Ab Karim, S. (2013) ‘Investigating the structural relationships between food image, food satisfaction, culinary quality, and behavioral intentions: the case of Malaysia’, International Journal of Hospitality & Tourism Administration , Vol. 14 No. 2, pp. 99-120.
Raoult-Wack (​http:​/​​/​link.springer.com​/​search?facet-author=%22Anne-Lucie+Raoult-Wack%22​), A.-L. and Bricas, (​http:​/​​/​link.springer.com​/​search?facet-author=%22Nicolas+Bricas%22​) N. (2002) ‘Ethical issues related to food sector evolution in developing countries: about sustainability and equity’, Journal of Agricultural and Environmental Ethics (​http:​/​​/​link.springer.com​/​journal​/​10806​), Vol. 15 No. 3 , pp. 323-334.
Reilly, M.D. (1990) ‘Free elicitation of descriptive adjectives for tourism image assessment’, Journal of Travel Research , Vol. 28 No. 4, pp. 21-26.
Rial, A., Varela, J. and García. A. (2008) ‘Una aplicación metodológica para el estudio de la imagen de marca de un destino turístico’, Pasos. Revista de Turismo y Patrimonio Cultural, No. 1, pp. 1-10. 
Rudd, D.P. and Mills, R. (2014) ‘Business and behavioral issues surrounding the ethics of food choice’, Journal of Behavioral Studies in Business, Vol. 1, pp. 1-11.
Sarkar, P. (2014) ‘Ethicurean- A study on ethical food trends, opportunities and risks, in advances in hotel, travel and tourism research: a global perspective’, in Advances in Hotel, Travel and Tourism Research: A Global Perspective, Babarasidas Chandiwala Institute of Hotel Management and Catering Technology, New Delhi,  pp. 93-102.
Sciarelli, S. (2006) ‘Etica e marketing: questioni teoriche e aspetti pratici’, Micro & Macro Marketing (​http:​/​​/​www.rivisteweb.it​/​issn​/​1121-4228​), No. 3, pp. 335-360.
Sebastiani, R., Montagnini, F. and Dalli, D. (2012) ‘Ethical consumption and new business models in the food industry, evidence from the Eataly case’, Journal of Business Ethics, Vol. 14 No. 3, pp. 473-488.
Shaw, D., McMaster, R. and Newholm, T. (2015) ‘Care and commitment in ethical consumption: An exploration of the ‘attitude-behaviour gap’, Journal of Business Ethics, DOI 10.1007/s10551-014-2442-y.
Sinnott-Armstrong, W. (2005) ‘It’s not my fault. Global warming and individual global obligations’, in Sinnott-Armstrong, W. and Howarth, R. (Eds), Perspective on Climate Change, Elsevier, Amsterdam, pp. 221-253.
Starr MA (2009) ‘The social economics of ethical consumption: Theoretical considerations and empirical evidence’, Journal of Socio-Economics, Vol. 38 No. 6, pp. 916–925.
Tallontire, A., Rentsendorj, E. and Blowfield, M. (2001) ‘Ethical Consumers and Ethical Trade: A Review of Current Literature’, Policy Series 12, Chatham, UK: Natural Resources Institute, pp. 1-35.
Tardivo, G., Scilla, A. and Viassone, M. (2014) ‘A new frontier in the satisfaction of the cultural tourist : the QR code’, in Ailello L., Management of Cultural Products: E-Relationship Marketing and Accessibility Perspective, IGI Global, Hershey PA, U.S.A. 
Trunfio, M., Petruzzellis, L. and Nigro, C. (2006) ‘Tour operators and alternative tourism in Italy: Exploiting niche markets to increase international competitiveness’, International Journal of Contemporary Hospitality Management, Vol. 18 No. 5, pp. 426-438.
Van Doorn, J. and Verhoef, P.C. (2011) ‘Willingness to pay for organic products: Differences between virtue and vice foods’, International Journal of Research in Marketing, Vol. 28 No. 3, pp. 167-180.
Verbeke, W. and Lopez, G.P. (2005) ‘Ethnic food attitudes and behaviour among Belgians and Hispanics living in Belgium’, British Food Journal, Vol. 107 No. 11, pp. 823-840.
Viassone, M. (2011), Competere nell’era dei Servizi: Modelli, Misure e Strategie, Isedi, Turin.
Viassone, M. and Grimmer, M. (2015) ‘Ethical food as a differentiation factor for tourist destinations: the case of ‘Slow Food’’, Journal of Investment and Management, Special Issue: Attractiveness and Governance of Tourist Destinations, Vol. 4 No. 1-1, pp. 1-9.











Table 1. Application of the measurement framework to the Italian context
ETHICAL FOOD	1Compl. disagree	2Sisagree	3Neither disagree nor agree	4Agree	5Compl. agree
Sustainability of ethical food					
The production of ethical food occurs through safe and non-polluting processes	1	9.7	25.6	46.7	16.9
The production of ethical food is socially rewarding for the people involved	1	3.1	22.1	56.9	16.9
Local production of this type of food is favored	1.6	17.6	24.9	37.8	18.1
The seasonal production of this food is favored	2.1	13.9	26.3	34.5	23.2
The production of ethical food involves reducing waste and reducing packaging	1.5	12.4	24.7	43.8	17.5
Attributes					
Ethical food is fresh	1.5	10.3	35.4	38.5	14.4
The nutritional content of ethical food is high	1.5	12.9	45.9	29.9	9.8
In general, my expectations about ethical food have been satisfied	0.5	12	45.3	35.9	6.3
The price of ethical food is reasonable	8.8	37.8	30.1	20.7	2.6
Psychological characteristics					
Ethical food is good and genuine 	1	4.2	31.3	50.5	13
Ethical food evokes my nostalgia for ‘dishes of the past’	4.1	18.6	40.2	26.3	10.8
I feel good in choosing ethical food because I know that I am making a responsible choice	0	3.1	22.8	52.8	21.2
Ethical food is easy to find	6.7	41.2	36.1	13.9	2.1
Food uniqueness and cultural heritage					
Ethical food has unique characteristics	1.5	11.9	38.1	39.7	8.8
The image of ethical food is distinct from other kinds of food	1.5	7.2	26.7	56.4	8.2
Ethical food reflects the moral beliefs and values of the culture it comes from	0.5	3.1	26.8	54.1	15.5
Ethical food reflects the characteristics of the traditional cuisine	1	14.4	32	42.8	9.8
Holistic characteristics					
I am satisfied with how I hear information about ethical food	9.3	35.8	33.7	20.2	1
The proprieties of ethical food are well emphasized in shops and in restaurants	10.3	40.5	20	23.6	5.6
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